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sHow CRM Works “dtl (dpc! Jars Wins 





LOYAL CUSTOMERS 
* Better responsiveness to * increased ARPU. 
Customer needs. Relationship * Stronger brand attitude. 
RM Programs ——>> * Increased customer —_—_»> * less price sensitive. 


Satisfaction. 





Customer 
Database 


* Cross — selling, = ———Ci<XSSS* «Increased ARPU. 


Data Mining 


* Better Target Marketing. » ~*~ Cost reductions. 
* More targeted communications. 


* Market Research. ek 


* 





ARPU =Average revenues per user. 
Source: Consumer Relationship Management In B2C Markets. Often Less Is More. (22) w 
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